Incorporating customer emotional needs using Kansei Engineering and Kano model to support Customer Relationship Management: A case study in healthcare services by Hartono, Markus et al.


1 INTRODUCTION 
Human factors or Ergonomics deals with something 
related to human capabilities and limitations. A 
product or service should be designed according to 
the human factors principles. This is due to human 
role either as a user, designer or customer. Apart 
from physical aspects of human factors, a product or 
service should be designed or modified 
incorporating emotional aspects. In Japanese, it is 
called Kansei (Nagamachi, 1995; Hartono and Tan, 
2011).  
A method that manipulates customer emotional 
needs/Kansei extensively and translates them into 
product or service is called Kansei Engineering. 
Hence, product or service should engage properties 
and features which can make them distinguishable, 
unique and attractive to customers. Pricing and 
quality is no longer sufficient as a critical factor to 
exist. 
 Not only in product design and development, the 
research on Kansei Engineering has been starting to 
expand into services and business. More specifical-
ly, more attention should be made on how to retain 
the existing customers. Kansei Engineering tries to 
show its superiority in developing a methodology 
about how to model and fulfil customer emotional 
needs. 
The main concern of human factors on business-
oriented application is not only to achieve customer 
satisfaction, but also how to obtain customer reten-
tion. Nowadays, it is called Customer Relationship 
Management, or in short it is popular known as 
CRM. To understand customer emotional needs is 
vital for predicting and influencing customer pur-
chasing behavior (Tehrani, 2002). In other words, 
how to show human as the main and vital compo-
nent in business interaction and experience is a must. 
Human needs to be humanized.  
With respect to the lack of customer focus on 
emotional needs during CRM implementation, an in-
tegrative approach for achieving service excellence 
is needed. An initiative research that discusses Kan-
sei Engineering combined with SERVQUAL and 
Kano model, an integrative Kansei Engineering and 
CRM, and Kansei Engineering with QFD have been 
conducted individually (see Hartono and Tan, 2011; 
Hartono and Meitha, 2013, Hartono et al., 2013). 
This research will discuss how the Kano model and 
Kansei Engineering contribute to CRM program 
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